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Thesis Abstract 
Customer satisfaction with the Information Technology Help Desk is the focus of this 
study. Technology in the workplace has increased exponentially. Therefore 
customers are more reliant on the Help Desk then ever before. This has raised the 
importance of the role that Help Desk plays in the functioning of an organisation. 
The fundamental aim of this study is to answer the questions below; 
1. Is dissatisfaction truly present for individual problems, or is it a generalisation or 
"urban myth"? 
2. Which of the five hypotheses are the most significant in causing dissatisfaction 
amongst customers? The five hypotheses focus on the areas of Communication, 
Solutions, Service, Knowledge (up-to-date), and Morale. 
A computer-based survey was used to query the customers. The survey questions 
linked back to the hypotheses. The customer was given the opportunity to make an 
optional comment to discover any sensitive issues that the survey did not address. 
The average "overall satisfaction" rating for the survey suggested the general 
population is more satisfied then dissatisfied with the services of the Help Desk. 
From the study I was able to conclude that dissatisfaction is present for individual 
problems, but the dissatisfied customer only accounts for 8% of the surveyed 
population. 
Having proven that customer dissatisfaction is present the next step was to determine 
the nature of the problem to provide useful information to reduce customer 
dissatisfaction. Investigating the surveys on the basis of problem category did this. 
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The results indicated that customer dissatisfaction was most prevalent in calls 
concerning changes made to Pes and server interruptions. Therefore the Help 
Desk needs to re-evaluate the processes for handling problems of this nature. In 
contrast customers were most satisfied with assistance for problems relating to 
desktop software and hardware. Therefore dissatisfaction is not an "urban myth". 
Of all the five hypotheses, Help Desk morale stood out as producing more satisfaction 
than any of the other hypotheses including "overall satisfaction". Help Desk morale 
proved to be significantly different in nature when compared to the four other 
hypotheses. Therefore the moral of the Help Desk team is a fundamental ingredient 
for brewing a successful service. Get this wrong and all aspects of the team and the 
service will decline. 
The most important influence on "overall satisfaction" was "satisfaction with keeping 
up with technological change", and the least important factor was "satisfaction with 
ability to predict problems through good communication". This would indicate an up-
to-date Help Desk is more likely to have satisfied customers. 
Page 5 
Table of Contents 
Chapter 1- Research Purpose ................................................ 11 
1.1 RESEARCH CONTEXT........................................................................................ 13 
1.2 LIMITATIONS OF ExiSTING STUDIES.................................................................... 15 
1.3 FORMAT OF THE RESEARCH............................................................................... 17 
1.4 SUMMARY........................................................................................................ 17 
Chapter 2 - Research lssue .................................................... :l9 
2.1 TESTING OF THE HYPOTHESES........................................................................... 19 
2.2 LITERATURE REVIEW ........................................................................ ."............... 20 
Communication................................................................................................. 21 
Service............................................................................................................. 22 
Knowledge (Up-to-date).................................................................................... 23 
Quality of Service . .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. 23 
Morale.............................................................................................................. 24 
2.3 SUMMARY........................................................................................................ 25 
Chapter 3 - Research Method ................................................ 27 
3.1 RESEARCH METHOD......................................................................................... 27 
Selection of Research Type Quantitative versus Qualitative .............................. 27 
Selection of Research Type: Survey, Controlled Experiment, Case Study, and 
Participant Observation..................................................................................... 28 
Limitations of Research Method........................................................................ 29 
Types of Survey Techniques............................................................................. 30 
3.2 SURVEY DESIGN............................................................................................... 31 
Survey Pilot...................................................................................................... 33 
3.3 TECHNICAL SPECIFICATION FOR SURVEY DESIGN................................................ 34 
Phase One ....................................................................................................... 34 
Phase Two....................................................................................................... 35 
Page 6 
Phase Three..................................................................................................... 35 
Phase Four....................................................................................................... 35 
3.4 DATA COLLECTION ........................................................................................... 37 
3.5 SUMMARY........................................................................................................ 42 
Chapter 4 - Site Description .................................................. A3 
4.1 SITE SELECTION............................................................................................... 43 
4.2 ORGANISATIONAL STRUCTURE AND CAPABILITIES................................................ 44 
4.3 HELP DESK...................................................................................................... 46 
Chapter 5 - Results ................................................................. 48 
5.1 PILOT STUDY................................................................................................... 49 
Stage One........................................................................................................ 49 
Stage Two........................................................................................................ 49 
5.2 RESEARCH STUDY............................................................................................ 50 
5.3 STATISTICAL METHODOLOGY............................................................................. 52 
Phase One....................................................................................................... 53 
Phase Two....................................................................................................... 53 
5.4 PHASE ONE..................................................................................................... 53 
A. Overall satisfaction....................................................................................... 53 
B. Is satisfaction with each hypothesis the same?............................................. 55 
C. Which hypotheses are significantly different? . .. .. .. .. .. .. .. .. . . . . . . . . .. .. .. .. . . . . .. .. .. .. .. 57 
D. Is there a relationship between each hypothesis and over-all satisfaction? ... 58 
5.5 PHASE Two..................................................................................................... 60 
Chapter 2 Overall satisfaction for each call category......................................... 60 
B. Is overall satisfaction for each call category the same?................................. 60 
C. Which call categories are significantly different?........................................... 61 
5.6 SUMMARY OF RESULTS..................................................................................... 61 
Chapter 6 - Conclusion .......................................................... 63 
6.1 AUTOMATION OF THE SURVEY............................................................................ 63 
Page 7 
6.2 RESULTS SUMMARY.......................................................................................... 64 
6.3 FURTHER RESEARCH........................................................................................ 66 
6.4 CONCLUSION . . . . . . . .. .. .. .. .. .. .. . . .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. . . . . . . . . .. .. .. .. .. .. . . . . . . .. .. .. .. . . 68 
Appendix 1 - Resu Its .............................................................. 69 
Appendix 2 - Definition of Terms .......................................... B6 
Help Desk......................................................................................................... 86 
Information Technology (IT).............................................................................. 86 
Customer.......................................................................................................... 86 




Appendix 3 -Sample Survey ................................................. BB 
Appendix 4 - Bibliography .................................................... 91 
Page 8 
List of Illustrations 
FIGURE 1: SYSTEMS USED To CREATE AND DRIVE THE SURVEY PROCESS. .................... 37 
FIGURE 2: WORKFLOW METHODOLOGY . .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. . . .. .. . . 41 
FIGURE 3: SURVEY RESPONSE RATE FOR 12/11/99...................................................... 51 
FIGURE 4: HISTOGRAM OF OVERALL SATISFACTION- QUESTION 6 ................................. 55 
FIGURE 5: HISTOGRAM OF SATISFACTION WITH COMMUNICATION ................................... 69 
FIGURE 6: HISTOGRAM OF SATISFACTION WITH BUSINESS RATHER THAN TECHNOLOGY .... 69 
FIGURE 7: HISTOGRAM OF SATISFACTION WITH SERVICE............................................... 70 
FIGURE 8: HISTOGRAM OF SATISFACTION WITH HELP DESK KEEPING UP-To-DATE .......... 70 
FIGURE 9: HISTOGRAM OF SATISFACTION WITH HELP DESK MORALE .............................. 71 
FIGURE 10: CORRELATION OF COMMUNICATION AND OVERALL SATISFACTION- Q1 ......... 72 
FIGURE 11: CORRELATION SOLUTIONS AND OVERALL SATISFACTION- 02 ...................... 72 
FIGURE 12: CORRELATION OF SERVICE AND OVERALL SATISFACTION- 03. .. .. . . .. . . . . . . . . . . . . 73 
FIGURE 13: CORRELATION OF UP-TO-DATE AND OVERALL SATISFACTION- 04 ............... 73 
FIGURE 14: CORRELATION OF MORALE AND OVERALL SATISFACTION- 05 ..................... 74 
Page 9 
List of Tables 
TABLE 1: SURVEY IMPLEMENTATION ACTIVITY.............................................................. 39 
TABLE 2: EXAMPLE RESPONSE SUMMARY.................................................................... 40 
TABLE 3: SURVEY RESPONSE RATES........................................................................... 51 
TABLE 4: CATEGORIES OF THE HELP DESK CALLS......................................................... 52 
TABLE 5: DISSATISFIED CUSTOMER COMMENTS............................................................ 54 
TABLE 6: MEAN/AVERAGE SCORE FOR QUESTION 1 - 6. ............................................... 56 
TABLE 7: ANOVA- ANALYSIS OF VARIANCE OF THE FIVE HYPOTHESES .......................... 57 
TABLE 8: HYPOTHESIS COEFFICIENT............................................................................ 59 
TABLE 9: MEAN SCORES FOR CALL CATEGORIES.......................................................... 60 
TABLE 10: COMPREHENSIVE COLLECTION OF DISSATISFIED CUSTOMER COMMENTS .......... 80 
TABLE 11: T-TEST: Two-SAMPLE ASSUMING EQUAL VARIANCES- QUESTION 5 .............. 81 
TABLE 12: T-TEST: Two-SAMPLE ASSUMING EQUAL VARIANCES- QUESTION 1 .............. 82 
TABLE 13: REGRESSION STATISTICS............................................................................ 82 
TABLE 14: ANOVA- RELATIONSHIP BETWEEN "OVERALL SATISFACTION" AND THE 
HYOTHESES. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. .. ... . .. .. .. .. .. .. .. .. .. .. .. .. .. .. . . .. . . .. . . .. .. .. .. .. .. .. .. .. .. .. .. . . . . 83 
TABLE 15:- CORRELATION COEFFICIENTS FOR EACH OF THE HYPOTHESES .................... 83 
TABLE 16: SUMMARY OF CALLS WITH CALL CATEGORIES ............................................... 83 
TABLE 17: ANOVA- CALLS WITHIN CALL CATEGORIES ................................................. 84 
TABLE 18: T-TEST: TWO-SAMPLE- DESKTOP SOFTWARE AND CHANGES ........................ 84 
TABLE 19: T-TEST: TWO-SAMPLE- DESKTOP SOFTWARE AND SERVER .......................... 85 
Page 10 
